Introduction
Organizing and/or being organized is the core feature of our times. In the course of our life we are permanently involved in various organizations, and even when we die, we still become subjects to organization. Every organization consists of organs which are vitally important for organization. These "organs" include structure, technology, objectives, capital resources, human resources and so on. Although the existence of all these elements is important for the organization overall, it is the human resources that are the most important part of business organizations. Most scientists treat human management as the core and the engine of organization, thus, special attention must be paid to it at all times. Staff of a business organization can be also seen as internal customers, thus, some sort of domestic/internal marketing must be applied to it. The more business invests in own employees, the more beneficial results will it get in terms of own organizational performance.
Businesses that pay sufficient attention to own employees usually have more customeroriented employees. Additionally, stronger job satisfaction and organizational commitment are observed. Internal marketing as a separate area in marketing was first formulated by Strauss & Corbin (1998) as a way to settle various issues related to human resources in business. One of central ideas in the initial concept was that all personnel of the same company will accept the behavior, attitude and marketing orientation when dealing with external customers.
As it is obvious from the above, the target group in internal marketing is company's human resources (Camison et al., 2014) . As Gounaris et al. (2004) went with this idea slightly further: since employees are sort of internal customers, then business is partially an internal product, thus, internal marketing is nothing but application of external marketing inside the organization. According to Growther et al. (2000) , internal marketing, first and foremost, means well-tuned working relationships between employees and employees with management. Internal marketing can be also seen as company's effort to meet the needs of staff thus making the latter more efficient overall (Basirat et al., 2015) or more effective in terms of management of the value-service chain and communications (Awwad et al., 2011) .
To sum up, the key objective of internal marketing is to make sure that all activities and programs are well accepted inside organization, thus can be smoothly implemented so that to become successful on the side of external customers already. There is still a place for minor confusion here as sometimes internal marketing can be seen as fully equal to human resource management. Indeed, these two concepts share several important features,still they are not the same. HR management is mostly about trainings, employment and career planning, while internal marketing provides more like an overall guidance on how to use these HR instruments for methods to improve business performance overall (Gordon, 2005) .
Internal marketing stems from the idea that all employees together form the internal market of an organization. Nowadays, internal marketing is often seen as the strategic level in implementation the internal enterprise program. Numerous studies in this field state that internal marketing tends to improve the overall competitiveness of businesses through empowerment and motivation and competencies' promotion. Such a vision is especially relevant for service organizations, as for this type of businesses staff always plays the key role in attracting new clients and retaining loyal ones.
Thus, the objective of the current study has been the analysis of the selected internal marketing models offered by the researchers from several rather different countries. In the final part of our research we intend to answer the question: what kind of variations can be in this model and how can they be resolved?
Internal Marketing Conceptualization and Implementation
Literature database on internal marketing (IM) is expanding all the time and quite intensively (Barzoki et al., 2013) . In our opinion, Rafigh and Ahmed have presented one of the most comprehensive definitions for internal marketing: planned efforts based on marketing approaches to overcome organizational resilience to change along with other balancing, motivating and coordinating tasks so that to integrate employees for more effective implementation of corporate tasks and strategies, with the final aim being to reach customer satisfaction thanks to more customer-driven employees (Ahmed & Rafigh, 2003) . Tsai (2014) offered an original framework for the internal marketing concept. In his framework there are two dimensions which are: the dimension for interaction (exchange of ideas and relations), and the dimension of the organizational goals (both short-term and longterm, their focus can be also inner or external). This framework also covers four integrated marketing mixes, strategic internal marketing, collective internal marketing, and internal relational management. In such a context, (Cooper & Cronin, 2000) sees internal marketing as a set of efforts made by an organization to educate and encourage own staff and to manage human resources so that they provide better services. Carter understood internal marketing as an integral part of market orientation, which includes application of marketing techniques inside the organization itself so that to communicate company values in the clearest way.
Nowadays, internal marketing is sometimes seen as a strategy of market orientation. At the same time, Sasser et al. (1989) saw and presented market orientation is a concept of foreign marketing, which means, inter alia, detecting and satisfying customer needs more effectively as compared to the nearest competitors. Ahmed and Rafigh (2003) studied the selected range of service organizations in the UK and came up with the following internal marketing indicators: internal communications, information sharing, staff trainings, empowerment, working in teams and other group activities, direct participation of staff in determining organizational vision.
Today, when the very concept of internal marketing is gaining popularity, the importance of understanding internal customers of organizations (or, in other words, their employees) has become one of the key success factors for businesses of all sizes.
In several studies on this topic, internal marketing has been presented as implementation of an organizational strategies and the term "internal marketing mix" has been used in such a context. Abzari and colleagues (2009) evaluated the effects from internal marketing on market orientation and organizational performance. These authors used questionnaires on the sample of 100 managers and supervisors working in the hotels of the Isfahan city. Then, they developed a model to demonstrate the effect from internal marketing on organizational performance, this effect was also tested using Laserl. Once the results of the survey were analyzed, it was determined that internal marketing, through market orientation, affects organizational performance. The fitting indices (GFI = 0.98, AGFI = 0.97) of the model confirmed its suitability.
Discussion and Concluding Remarks
Since today the proposition grows and expands across all business sectors without any exception, all business organizations feel the need to improve the quality of their products and services. This automatically means that organizations have to boost their organizational capabilities so that to provide high-quality products and services. Employees as internal customers of companies are playing the leading role in this context. Boosting their development, strengthening their motivation, promoting their ability of value creation would mean continuous improvement of work quality. Another important component of higher quality is direct participation of staff at both strategic and operational levels of doing business as this would help management to guarantee higher level of quality for all products and services. And this, in turn, would mean much stronger satisfaction among external customers.
To achieve organizational goals through internal marketing mechanisms, organizations need to concentrate on improving the level of staff quality through via occupational enrichment, training, extra benefits and rewards, guarantees of job security, easier communication in the offices.
Considering all of the above, the importance of internal marketing for business revenues and business success overall is very much obvious. As part of our concluding remarks, we can recommended organizations change their style of thinking about own employees: attracting new employees seems to be much more difficult and not that beneficial as opposed to having loyal long-term employees. The age when top management was looking down on employees with some sort of suspicion is most definitely over.
Building continuous, long-term relations with staff can rather quickly put the company in line with needs and expectations of the customers and thus can also help with planning future marketing strategies. For this very reason, recognizing the value of internal marketing and designing marketing strategies accordingly becomes one of the vitally important requirements that all top managers should pay attention to. Above, we have reviewed in detail 12 internal marketing models that ultimately lead us to constructing a comprehensive internal marketing model with the most appropriate variables. To some extent, this model can be seen as a road map.
However, some of these models can be actually seen as alternatives to each other since many of the variables put forward by the researchers have a lot of similarities. Therefore, we conclude that the starting point should be always understanding and evaluating the specific background. Our comprehensive model does not only cover all the cases described above, in the context of specific organizations and their current needs, but it also shows that in the near future already business success will belong only to the organizations that are constantly learning. This model considers internal marketing as a process which organizations must integrate into all other processes within them and then also take efforts to protect internal marketing from neglecting.
Each step in this process, however, should be understood as complementary, even though in many cases one step is actually the preparation for the next one: recruitment of employees -their on boarding -provision of organizational strategy -formation and cultivation of organizational culture and organizational climate -education and empowerment of all staff until retirement and finally, the actual retirement. Only provided this continuity is carefully kept and monitored, the employees have strong enough incentive to follow the internal marketing strategy and act accordingly.
